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Celebrity 
Reputation 

Management 

Shannon McCoy, Brittany Villegas, 
Regina Fischer 
For one semester, our group studied the parasocial relationships that 
society develops with various celebrities as well as the interaction 
between society and these celebrities.  Specifically, our group studied 
the forgiveness factor behind these relationships, and how certain 
celebrity behaviors seem to warrant forgiveness over others. 
These are our results. 
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Topic Overview 
What is reputation management? 

1

Society tends to live vicariously 
through celebrity culture. We 
incessantly observe celebrities 
through television and social media 
outlets. We talk about them through 
actual conversations or social media 
communication. Most of all, we buy 
the products they endorse. As a 
matter of fact, they make up most of 
our entertainment interests and news. 
You see them in any Top 10 Search 
engine results. They are constantly 
taking over trending twitter Hash tags. 
They are anywhere and everywhere! 
In short, we build pseudo-
relationships with celebrities through 
these types of connections.  
 
We connect with celebrities through 
media, and the greater the 
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connection, the more likely we 
consume the media  (Kowalczyk and 
Royne). The exposure of celebrities in 
the media has evolved to the point 
where “news outlets such as Forbes 
and The Washington Post…refer to 
celebrities…as a brand name.” 
(Kowalczyk and Royne). 
 
Not only do celebrities make up most 
of our entertainment outlets, they also 
are a big focus in our advertisements. 
Celebrities are overtaking the 
market. Paid sponsorships, co-
branding efforts, and product 
placements in media where they 
appear are just a few of the ways 
businesses use celebrities to 
advertise their brands. How we feel 
about these celebrities affects how 
much time and money we are willing 
to spend on their products/products 
endorsed by them (Ries). 

+ 
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Advertisers recognize the potential 
in celebrity endorsements. They 
know that if the target market falls 
into the same category as the 
celebrity in terms of brand image, 
a potential co-brand may be 
formed. The result of a co-
branding, the act of two brands 
coming together in a mutual 
business, marketing, or advertising 
relationship, amongst celebrities 
leads to endorsements and 
sponsorships (Kowalczyk and 
Royne). 

Celebrities are as much a part of a 
brand as the type of cereal you eat 
in the morning or the category of 
phone you text on. Celebrities are 
also considered to be their own 
enterprises and corporations, all 
based on their media persona and 
image (Kowalczyk and Royne).  
 
Just like any product or service 
related brand, celebrities are also 
in danger of a brand downfall, or a 
“scandal.” In fact, it takes years for 
a celebrity to build up their self-
brand, but only theoretical seconds 
for them to ruin their credibility 
and overall “brand” (How 
Celebrities Are Managing Their 
Online Reputations). In order for a 
celebrity to manage their 
reputation, they must monitor what 
others say and control their public 
information. Above all else, they 
must be professional, both in 
appearance and overall behavior 
(Sorensen). 
 
Another notable fact is the actual 
parasocial interaction society has 
with celebrities. “Some individuals 
claim that consumers have a 
comfort level with celebrities and 
want to emulate them” (Kowalczyk 
and Royne). It is said that 
celebrities make reality easier to 
deal with, and since their image is 
so widespread, both 
demographically and 
geographically, this creates a 
common bond between people 

4

who are paying attention to them, 
In brief, this makes it easier for 
people to have something to gossip 
about or bond over (Rosenbaum). 
 
The topic of celebrity reputation 
management plays a significant 
role in the PR, Advertising, and the 
entirety of the strategic 
communications industry. It delves 
into the one-way relationships that 
people and consumers share with 
intangible objects/organizations or 
unreachable human beings. In 
terms of advertising and 
marketing, famous people are 
brands. They are symbols for the 
personas they create and 
constantly promote. Their very 
name represents a certain identity 
and idea that they are trying to sell 
for publicity and profit. Some 
famous personalities even sell 
products under their label (their 
name). An advertiser must be 
familiar with the product (the 
celebrity), how the consumer 
perceives 
this 
product, 
and exactly 
how the two 
connect together. 
 
Our goal of 
this study was 
to dive deep 
into the 
context of 
this topic and see 
exactly why we 
forgive some 
celebrities over 
others. We 
researched this through 
focus groups, surveys, and other 
tools among various populations 
that serve our study’s purpose. Our 
goal was that this information 
would help us develop a further 
understanding of these sorts of 
relationships (and with PR related 
topics, ways of mending celebrity 
images in times of crisis).  

“Some individuals 
claim that 

consumers have a 
comfort level with 

celebrities and 
want to emulate 

them.” 
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The Focus Group 
Attitudes. Beliefs. Perception. 
 

1

Our population for our individual focus groups 
varied amongst group members. One group 
member focused on student of UNT (University of 
North Texas), as younger people tend to be drawn 
more into celebrity fandoms, scandals, and 
personas. Other group members focused on 
middle-aged adults or populations diverse in age, 
ethnicity, gender, sexual orientation, economic 
background, and marital status. Our group 
decided to conduct our focus group in this manner 
due to the benefits both groups have and their 
output would help our efforts in developing a well-
rounded hypothesis. 

Our groups were gathered from snowball, 
convenient samples. We talked with people who 
we somewhat knew or who were easily accessible 
to us. The recruitment process included getting 
friends, family, coworkers, acquaintances, or 
strangers to participate via Facebook, Twitter, 
Tumblr, sign-up sheets, or asking in person. 

For our focus group goals, our group sought to 

2

understand the type of populations that indulge in 
celebrity culture and how they perceive 
celebrities, specifically what characteristics of a 
celebrity makes them more likable or easier to 
ingest over others. We wanted to conduct a focus 
group, a qualitative research method, as these 
method types are used to understand an entire 
phenomenon, rather than parts of it. 

Each group session lasted approximately 45 
minutes to one hour. The study took place on 
various dates in September in Willis Library, 
Starbucks, and Cane Rosso (Pizza Restaurant).  
 
A short questionnaire was handed out prior to the 
focus groups asking about demographic 
information such as age, ethnicity, education level, 
and also a scale of the participant’s interest level 
of celebrity culture. Recording devices used to 
document each procedure included a cell phone, 
computer or Olympus digital recorder. 
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“Celebrities are seen 
less favorable if they do 
not fulfill the public 
expectations…” 

3

Compensation for the study included 
free pizza and free alcohol. 
 
Our research question was worded as 
the following: ““Why do people forgive 
some celebrities over others,” “Why do 
people like some celebrities over 
others,” or “Why do you think that some 
celebrities who have damaged their 
reputation by bad behavior are able to 
repair their images easier than others?” 

Our warm up question read as “Who are 
some of your favorite celebrities and 
why?” We decided to use this question to 
start the focus group off to not only break 
the ice and awkwardness amongst focus 
group members, but also get our 
individual groups to start thinking about 
celebrities and what makes them likable 
on a personal level. 

Our primary questions were as followed: 

• “Why do you think some 
celebrities are more forgivable 
over others?” 

• “Why do you think some 
celebrities who have damaged 
their reputation by bad behavior 
are able to repair their image 
easier than others?” 

• “If you were a celebrity, what 
would you do differently than 
other celebrities out there? The 
same?” 
 

These types of questions made up the 
“meat” of our focus group and is also 
were we received many interesting 
quotes and themes, which will be 
discussed in the next section. 
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Our wrap up question was simply “Is 
there anything else related to 
celebrities and their reputations that 
you think I left out or you would like to 
talk about?” This allowed for all of our 
group members to bring up any more 
topics they found interesting. It also let 
individual group members conclude 
any more thoughts they had about the 
topic. 
 
During our focus group analysis, we 
reached several conclusions. We 
found that celebrities are seen less 
favorably if they do not fulfill the 
public expectations of giving back to 
humanity and using fame for a good 
cause. Our group also found that the 
factors that affect a celebrity’s overall 
positive self-image in relation to their 
likability are looks, music, talent, role 
model persona, etc. 
 
Another interesting finding had to do 
with the fact that knowledge and 
relatability to and about certain 
celebrities differs by age and gender. 
In fact, age may play a role in how 
people view celebrities. For example, 
older women felt superior to Miley 
Cyrus and felt that young people did 
not earn the right to be famous. 
Overall, our group discovered that 
forgiveness is reachable for some 
celebrities depending on their initial 
self-image, or if they are genuinely 
sorry for their behavior. In relation to 
this, we created a formula for erasing 
bad behavior amongst celebrities: 
hiatus from the public eye (rehab, jail, 
or actual hiatus), an act of 
apologizing/rehabilitation, then 
creating or doing something that leads 
to success (popular album, film). 
Unfortunately, death may be the 
ultimate form of hiatus/garnering 
forgiveness. 
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+ 
Transcripts 
& Themes 

We discovered a few common themes 

among our three focus group outcomes 

as followed: 

● Using fame for a good cause 
(e.g. charities, adoption, etc.) is 
good for a celebrity’s 
reputation. In fact, it is expected 
of them.  

● Most people have a short-term 
memory in terms of bad 
celebrity behavior. 

● People consider forgiveness for 
celebrities when they quit their 
“bad behavior” after a hiatus or 
when they directly ask for 
forgiveness (either verbally or 
through an act, like rehab). 
Death might be the ultimate 
“hiatus”/call for forgiveness. 

● People consider some 
celebrities forgivable if their 
“bad-boy/girl” persona is apart 
of whom they are and always 
have been. 

● Music, character, nostalgia, 
looks, talent, or being a role 
model affects how likable a 
celebrity is. 

● People identify with celebrities 
who keep their private and 
public lives separate. 

● Personal morals and lifestyles 
affect how people view certain 
celebrities (young, 
promiscuous, etc.). 

● People identify better with 
celebrities they can relate to. 
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+ Themes & 
Quotes 

“[Young Stars] are so self-
centered to the extreme, right?” 

“I don’t know Chris Brown personally, 
so I don’t know if he still beats women 
or no, but if he got help, and got the 
help he needs, then why not [forgive 

him]?” 

“I think [people forgive some 
celebrities over others] 

because they actively try to 
redeem themselves. Like, in 

Chris Brown’s case, it was just 
deny, deny, deny.” 

“With Chris Brown,…he kind of 
disappeared for a while…I don’t 

remember if he apologized when he 
disappeared or when he came 

back, but…everyone kind of sort of 
forgave him.” 

“With Chris Brown, he threw 
the chair and got the tattoo of 
a battered woman on his neck 
and you just sort of go ‘What 
are you doing? Why do you 

keep coming back to 
something you should be.” 

“I wish celebrities would do 
more charity work…It’s just 
nice to know that people are 

doing something 
worthwhile.” 

 

“What I dislike [about young stars] 
is when they use their power for 
bad things. So, when they abuse 

their status in life. Like Justin 
Bieber, for example, or all the 

young stars that go to clubs that 
aren’t old enough to do that stuff or 

get away with DUIs.” 

“[I feel like you could like a 
celebrity] if you can relate to them. 
I just feel like [Jennifer Lawrence] 
would be an awesome person and 

friend.” 

“[Jennifer Lawrence] talks about 
how it’s important to eat and when 

she’s put on a pedestal, she wants to 
make sure she has a normal looking 

body.” [About how certain 
celebrities hold value in something 
other than status, like family, body 

image, and etc.]” 

“’I’m not going to starve 
myself for this role. I’ll get fit 

for it. I’ll lose weight for it, but 
I won’t starve myself.’” 

“[Britney Spears] started to 
better herself. We could see 
her in the media and how she 

was getting better and 
proactively trying to move 

past it.” 

“With Robert Downy Jr., he’s like 
‘Yeah, that’s who I was. I know I was 
a drunken person and I went down 
a bad road. I’m here now and this is 
what I’m doing now.’ When you see 
people trying to better themselves, 

it makes it a little bit more 
forgivable I think than someone 

who is just trying to deny 
everything that happened.” 

“Like the kid from Matilda. 
She got a degree and a 

business. Yeah, good for you! 
You’re very successful. 

You’re not just an actor.” 

“When I was little, I always, 
like, listened to Britney 
Spears, so I guess that 

nostalgia [makes it easier to 
forgive her].” 

“Maybe it has something to do with, well 

you know like musicians they come out with 
music based on what they’re doing with 

their life. So like Britney, now that she has 
kids, she’s trying to get her body back. 

And she… I dunno, people see that she’s 
working hard. People appreciate it more. 

Because she tried to come back before, and 
she was just a mess and screwed up all of 
her concerts, and everyone was just like 

pissed off.” 
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+ Themes & 
Quotes 

“I think it might make [Miley] more 

memorable in people’s minds, but I think 
it’s not good for her reputation. She’s 
known as a good, sweet person with a good 
voice. Now she’s the chick with the foam 

finger on the VMAs stage.” 

“Well with Charlie Sheen it was 

acceptable because he was just being 
Charlie Sheen. Like if you have a bad boy 
persona and you do an asshole thing, then 
people will say, ‘Oh he’s just being him.’ 

But if it were somebody really nice that 
did something like Charlie Sheen, people 
would be like, ‘Oh, what the hell is wrong 

with what’s his name?’” 

“You could pull an Ellen DeGeneres 
and just help out as many people as 

possible. This is more favorable 
towards you as a celebrity because 

it shows you care more about 
helping others than you are like 

‘Hey, this is my fame. Look at me.’” 
 

“[Celebrities] should [be 
role models]. If you’re that 
much in the public eye, you 
have influence because so 
many people see you. Why 

wouldn’t you want to be a role 
model to some kid?” 

“Like, sex addiction and Tiger 
Woods. Everyone was really mad I 

feel like until he went to a sex 
addiction institution. Once it’s 

something they try to do something 
to fix, nursing an addiction or 

something like that, I feel like we’re 
more forgiving.” 

“[Talking about Miley] If she were 
just ugly, everyone would be like, 

“She’s talentless! She’s a hack!” but 
because, well, she does have that 
little butt jiggle thing that’s kind of 

icky, but yeah, I think it’s much 
more forgivable if you’re hot. You 
can be hot and a bitch and people 

will still... [Indistinguishable 
because of laughter].” 

“I just think that a lot of people 
forget about stuff, then they’re 
okay with them again. Like, the 

general public has a pretty short 
term memory.” 

“Or you could do good things 
like Angelina Jolie and Brad 

Pitt.” 

(Chloe Kardashian vs. the other 
Kardashians): “She’s very down 
to earth. She tries to do a lot of 

charities. She has an eBay page 
devoted to a bunch of stuff she 

owns and sells and all the 
profits go towards a charity that 

she loves.” 

“Just set a better example. I think 
that some celebrities don’t realize 
that it’s not just their fans that are 

watching, you know everybody is, 
whether they like them or not.” 

“When you’re attractive 
you can get away with so 

much more shit.” 
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Parasocial Relationships 
The one-sided relationship that affects us all 

1

Explanation. 
 
A brief summary given to our 
group about Parasocial 
Interactions: 

“Parasocial relationship and 
parasocial interactions explain 
the relationship that develops 
between media (celebrities, TV 
characters, shows, etc.) and 
fans. People can develop deep 
emotional attachments to people 
they don’t know or characters 
that aren’t real.” 

Taylor & Francis Online states 
that people feel closer to 
celebrities over mere 
acquaintances (Goode and 
Robinson). This may be due to 
the fact that celebrities are 
widely seen and a part of many 
daily lives. It may also be due to 

+ 

1

Development. 
 
There is no question that people 
hold celebrities in a special 
light. These interactions are 
considered one-sided, but are 
important for overall emotional, 
social, and role development, 
according to “Adolescent Girls’ 
Parasocial Interactions with 
Media Figures.” (SA, Newberg 
EM and TR) 

“Adolescents may use 
parasocial interactions to ease 
the transition toward adult 
relationships,” the article 
further states. 
 
Not only are these parasocial 
relationships important for early 
development, they are relative 
in terms of our television 

1

Connection. 
 
We know that parasocial 
relationships and interactions 
creates a bond between us and 
celebrities, but what exactly 
does that closeness mean? 

Horton and Wohl said that 
people form a bond of intimacy 
with celebrities/media 
personalities through shared 
experiences by viewing the 
person/persona over time. As 
we previously stated under 
“Explanation,” this may be due 
to years of television 
viewership, social media 
connection, and other measures 
of that nature. 

Rubin & McHugh state that 
society knows celebrities and 
their overall personas “in 
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| Continued  

2

the fact that these celebrities are 
constantly bridging the gap 
between them as a famous 
individual and us as the fan. This 
is done through television 
viewership, social media 
connection, and etc. 

People do not only feel close 
enough to celebrities to 
consider them acquaintances. It 
is said that society views 
celebrities as friends. As a 
result, they feel a close bond or 
relationship to these celebrities. 

In terms of Reputation 
Management, the big question is 
whether or not a higher PSI 
(Parasocial Interaction) level is 
linked with faster repair of 
celebrity image. Since PSI levels 
are determined by positive 
experiences, there were a few 
questions us as a group had: Are 
people supporting them? Do 
they forgive them when they 
screw up? These are all 
questions our group has asked 
in terms of this theory (Dibble 
and Rosaen). 

Given what our group knows 
from out focus group outcome 
and parasocial interactions in 
general, we believe an act of 
forgiveness, such as rehab, 
hiatus, or apologizing just may 
be the experience that fits into 
this overall research question. 
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viewership. 

In a study conducted to examine 
parasocial relationships 
between viewers of a TV 
program and the program’s 
characters, researchers 
observed the viewer’s potential 
reaction to hypothetically 
“breaking-up” with their 
favorite character if the 
character were to be taken off 
the air. The findings of this study 
support the conclusion that 
parasocial relationships depend 
on the same psychological 
processes that influence close 
relationships (Rubin & McHugh 
198). It also takes into account 
the “possible emotional effects 
of [the relationship’s] 
dissolution.” This begs the 
question, do people feel like the 
same emotional effects of 
ending a relationship with 
someone when one of their 
favorite celebrities acts out of 
character and diminishes trust 
with him/her? 
 
Another connection between 
television programs and 
parasocial relationships is the 
predictability of a show’s 
characters. Predictability about 
the character increases and the 
more the character and their 
behavior is “reliable,” the more 
loyal the fan is (Rubin & McHugh 
279-292). 
 

2

somewhat the same way they 
know their chosen friends: 
through direct observation and 
interpretation of his 
appearance, his gestures and 
voice, his conversation and 
conduct in a variety of 
situations.” (Rubin & McHugh 
279) They further state that 
when celebrities exhibit bad 
behavior, they disrupt the 
predictability and reliability, or 
the trust that their fans develop 
about their personas over time. 

Given this information, we can 
conclude that over the years, 
society has been exposed to 
celebrities enough to develop 
some sort of connection with the 
celebrities. Through watching 
their shows and movies, 
following them on twitter, and 
liking them on Facebook, we 
gain assumed personal insight 
about a celebrity and thus, 
develop a relationship with 
them. With any type of 
relationship, whether good or 
bad, you are interested in what 
they do, how they are doing, 
and basically how they conduct 
themselves. 

This insight will prove to be 
interesting in our survey.  
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Variables. 
Our independent variable was the stimulus/conditions (photos of certain 
celebrity and brief biography about their troubling behavior periods). Our 
dependent variables were how the survey taker subconsciously reacted to 
the shown actor and how it affected different measures with the celebrity. In 
other words, how the picture of either Robert Downey Jr. or Mel Gibson 
affected the way the survey taker answered the following questions about the 
picture. 

Stimulus. 
Our stimulus was a series of pictures of Robert Downey Jr. and Mel Gibson. 
Both sets featured three photos: One young/beginning of career, a photo of 
them during their downfall, and a photo of them today. Underneath the photo 
was a brief description of the actors life, downfall, and how they are doing 
today. 

Measures. 
We used five sets of questions. We started with a pre-questionnaire that 
measured the survey taker’s media usage in order to see how credible they 
were. This measure is not important for our overall design, but it serves as a 
measure to see if this survey taker will help us with our hypothesis. 

Next, we showed the stimulus. With the other set of questions that followed 
(varying in likert and semantic differential scales and source), we measured 
importance, source credibility, parasocial interactions and behavior. 

Survey Preparations 
Through our qualitative measures, our focus group, we found out there just may be a specific formula for celebrity 
forgiveness. Our next step was to research the relationship between celebrity reputations and parasocial 
relationships. Specifically, what is it about the parasocial relationship that a person shares with a celebrity leads to 
forgiveness if warranted. 

Hypothesis 
Celebrities are more likable or forgivable if they are attractive, are talented, 
use their fame for good, or go through an apologetic or hiatus period. 
We specifically hypothesized that Robert Downey Jr. would be more 
forgivable than Mel Gibson because he fits our broad criteria: he physically 
carries himself better than Gibson, he has starred in critically acclaimed 
roles such as Iron Man, whereas Gibson has not had a memorable role since 
he starred in Signs in 2002, and he has publicly addressed his problem, and 
thanks his family, therapy and rehab for becoming and staying sober, 
whereas Gibson has not. 

Procedure 
The population we distributed the survey to were roughly the same as the 
ones we used with our focus groups. It was convenient and non-
representative. We did not limit our population to any specific age, race, 
sexual orientation, religion, occupation, etc.  We reverted to using snowball 
sampling. We posted the survey on Twitter, Facebook, Tumblr, LinkedIn and 
other social media websites. 
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Qualtric Results 
The results of a much debated hypothesis 

+ 

1

Before our survey, our hypothesis led us to 
believe that Robert Downey Jr. would be a more 
forgivable figure than Mel Gibson. After all, 
Robert Downey Jr. has a very popular comeback 
story. In fact, Joe Estzer spoke to “The Guardian” 
website and said Mel Gibson needed help 
(Pulver).  

(A side note on this matter is that Downey 
considers Gibson to be one of his best friends. He 
has been seen publicly defending him for his 
behavior on numerous occasions.) 

Our group also believed that Robert Downey Jr. 
was more relevant in terms of the media, since his 
recent films have a largely higher rating than Mel 
Gibson’s, according to Rottentomatoes.com 
(Robert Downey Jr.), (Mel Gibson). 

This may prove to be interesting in parasocial 
relationships and relevancy in the media. Our 
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group thinks that if the survey taker does not have a 
prior opinion about these celebrities, our 
stimuluses’ will influence the source credibility, 
importance, and other measures in either a positive 
way (Robert Downey Jr.) or a negative way (Mel 
Gibson). 

In terms of participants, since we worked with a 
convenient sample, our participants are not 
considered representative. However, we did find 
that the majority of our survey takers were women. 
In fact, 68.4% of the participants were female.  

An interesting discovery about our demographic in 
terms of this survey was the population of students 
vs. non-students. Half of our survey takers were 
non-UNT students. Not only that, 28.1% of our 
participants did not identify as a student at all.  

This does not mean that the majority of our survey 
takers were not students. In fact, our data states the 

+ Our Stimuli 
“Robert Downey Jr. has been acting in films since age 
5. His career took off in the 80’s and early 90’s and he 

has stared in many films. From 1996 through 2001, 
Downey was arrested numerous times on drug-related 

charges and other crimes. These charges include 
possession of heroin, cocaine, marijuana, and etc. After 

five years of abuse, arrests, rehab, and relapse, he 
made a comeback in 2004.  Downey currently stars in 

the Iron Man franchise as Tony Stark, the main and title 

character.” 

“Mel Gibson began his film career in the early 80’s, 
starting with the role as the title character in the film 
Mad Max (1979), The River (1984), and continuing his 
career into the late 90’s. He was also discovered to 
have a drinking problem during this time. During a 
drunken arrest in 2006, police recorded Gibson saying, 
‘The Jews are responsible for all wars in the world,’ 
which he later apologized for. In 2010, Gibson was 
dropped from the talent agency of William Morris 
Endeavor after an outburst at his ex-girlfriend.  Gibson 
does not appear in many films today, as he says he will 
only star in a movie if the script was ‘truly 

extraordinary.’” 
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opposite. We can assume that is 
around twenty-eight percent of 
our volunteers were not 
students, then the rest must be 
students. If you consider that 
nearly half of our participants 
were between the ages of 22 and 
25 (49.1%), this information is 
congruent of each other. 

Another note worthy fact to state 
is that 35% of students did not 
choose a major. However, one 
student did state they were an 
“orgy baby” major. Kudos to 
him or her. 

After running our survey data 
through Qualtrics, we found a 
series of findings within our 
descriptive statistics. Our group 
found out via our Cronbach 
Alpha results that our survey was 
very significant. The lowest 
amount a Cronbach Alpha can 
come back as and still be 
considered significant is point 
seven. Our Cronbach Alpha 
results vary from .917 to .961, 
making all of our measures 
significant and applicable to our 
overall study. 

Two essential notes about our 
outcomes are that our source 
credibility measures were done 
on a 0 to 100 scale and that our 
overall grading scale does not 
have a Cronbach Alpha.  

After our group ran our T-test, 
we found out that the mean for 
all of Downey Jr.’s measures 
were significantly higher than 
Gibson. From this we can 
conclude that our survey 
population favored Downey over 
Gibson in terms of importance, 
relationship, credibility, and 
overall behavior. 

In the end, we learned that our 
hypothesis was correct: Robert 
Downey Jr. was overall 
statistically more favorable than 
Mel Gibson, despite both 
experiencing a similar downfall. 

54

This can be attributed to people 
relating better with Downey Jr., 
finding him more credible, 
talented, relevant and likable, and 
also more willing to talk about him 
with others - creating that common 
bond through shared parasocial 
interactions. 
 
Our goal was to determine how 
parasocial relationships align with 
reputation management. Through 
our qualitative and quantitative 
research, we found that a celebrity 
who initially displays bad behavior 
or a “downfall” will mend their 
images, relatability and credibility 
better if they come off as 
rehabilitated after a hiatus period, 
have talent, offer convincing 
explanations to the public, and 
keep up their physiques. 
 
Overall, our group learned a lot of 
things that will help us in our future 
career fields. In the PR, Marketing 
or Ad fields that align with celebrity 
image and reputation, we now have 
a better understanding of how these 
parasocial relationships are 
established, and how to mend these 
one-way relationships in times of 
crisis. Not only that, but over the 
course of this semester, we learned 
a lot about survey design, focus 
group administration, and overall 
proper research execution.  
 
Future research may include further 
testing with different celebrities to 
see if our theory stays true amongst 
celebrities of different 
demographics and lifestyles. 
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Measure: Importance 
(α = .957) 

(M= 2.5193, SD= 1.28999) 
Measure: Parasocial Interaction 

 (α = .915) 
 (M= 3.7573, SD= 1.59023) 

Measure: Source Credibility 
 (α = .961) 

 (M= 42.6229, SD= 31.43407) 
Measure: Behavior 

(α = .917) 
(M= 2.6784, SD= 1.59023) 

Overall Grading Scale 
 Cronbach Alpha: N/A 

(M= 7.91, SD= 3.909) 
 

Descriptive Statistics 

Importance:  
t(1, 57)=6.486, p ≤ .001 

• RBJ (M=3.4385 , 
SD=1.18527) 

• MG (M=1.7484, SD=.76762) 
 

Parasocial Interaction:  
t(1, 57)=5.658, p ≤ .001 

• RBJ (M=4.8013, SD=1.56064) 
• MG (M=2.8817, SD=.97676) 

 
Source Credibility:  
t(1, 57)= 6.765, p ≤ .001 

• RBJ (M=65.5513, 
SD=27.45598) 

• MG (M=23.3925, 
SD=19.45534) 
 

Behavior:  
t(1, 57)= 4.766, p ≤ .001 

• RBJ (M=3.5641, SD=1.65400) 
• MG (M=1.9355, SD=.86461) 

 

T-Test Results 
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